- « « FARM SERVICE 


Farm Bulletin Board (daily) © Farm World Today (daily) ¢ Dinner 
Bell Time (daily) © This Farming Business (daily) ® Prairie 
Farmer Air Edition (daily) @ Daily specialist from Board 
of Trade (grain markets) © Remote broadcasts direct from 
Union Stock Yards (twice daily) © Weather reports 
direct from U. S. Government Weather Bureau 
© Temperature and humidity every 
station break © Such special features 
as “Your Land and My Land)’ “Visits 
with Med Maxwell; “Great Stories 
About Corn’ 
e e e IMPORTANT AGRICULTURAL GUEST SPEAKERS AND INTERVIEWS 


e e e REMOTE BROADCASTS FROM AGRICULTURAL EVENTS 


band So More reasons why farm folks all over Illinois, Indiana, 


Michigan and Wisconsin listen more to WLS... 
and to our advertisers. For details, write Sales Manager, 
WLS, Chicago 7, or see a John Blair man. 


890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. 
REPRESENTED BY JOHN BLAIR AND COMPANY. 











YOUR PRODUCT OFF THE SHELF 






Let WINS help you with your biggest sales problem. . . 


in-the-store promotion. We will take your product off 










the shelf and give it that necessary point-of-sale push , 
through one of the fastest growing, most heavily traf- 


ficked drug store chains in the New York area. 


Advertisers on the Jo Halpin Show can take advan- 
tage of a special merchandising plan, which includes in- 


the-store promotion as well as newspaper advertising. 





Jo Halpin 





has a rich and varied background. Her excellent newspaper and 
radio experience makes her daily show a highly listenable, fifteen 
minutes. She interviews celebrities, gives household tips to home- 
makers and brings a woman's view to the top news of the day. 














CROSLEY BROADCASTING CORPORATION WINS 


5OKW NEW YORK 








l, PYGMALION... first George Bernard Shaw movie, 
starring Leslie Howard, Wendy Hiller. 


..are only a few of the four-starred features and internationally known 
names that will appear in a new series of thirteen outstanding films.. 
on WPIX...starting next month... 

Obtained after negotiations that lasted many months...now undet 
an exclusive TV contract to WPIX...these motion pictures will be 
available in New York—and all other TV markets via svndication—for 
sponsorship on an exclusive basis starting next month...assure any 
advertiser or TV station a major audience in any market... offer an 


unlimited opportunity for promoting prestige, creating conversation. 





increasing sales!...are well worth investigation right now... 


WINGS OF THE MORNING... with John 
McCormack, Henry Fonda, Annabella. For full details, rates and availability... write, wire, phone...WPIX 





THUNDER IN THE CITY...comedy, with Edward 
G. Robinson in first non-rod role. 





Complete List: 

Pygmalion...Wendy Hiller, Leslie Howard 

Major Barbara... Rex Harrison, Wendy Hiller 

A Star is Born... Janet Gaynor, Fredric March. 

The Young in Heart... Paulette Goddard. 

The Beachcomber...Charles Laughton, Elsa Lanchester. 
Jamaica Inn...Charles Laughton, Maureen O'Hara. 
Sidewalks of London...Charles Laughton, Vivien Leigh. 
W ings of the Morning... Henry Fonda, John McCormack. 
Dinner at the Ritz... David Niven, Annabella. 

South Riding... Ralph Richardson, Edmund Gwenn. 
Under the Red Robe... Raymond Massey, Conrad Veidt. 





DARK JOURNEY. ..spy thriller with Vivien Leigh, 


Conrad Veidt and Joan Gardner. Thunder in the City...Edward G. Robinson. 
Dark Journey... Vivien Leigh, Conrad Veidt. 


Pyémalion... Jamaica Inn... 





A Star is Born...Goddard...Leish 


..Fonda...Laughton... Annabella 





Published every Monday, 53rd issue (Year Book Number) published in February by BroapcasTInc PusLicaTIons, Inc., 870 National Press Building, Washington 4, D. C. 


Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879. 
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Closed Circuit 


LEONARD ERIKSON, vice president with 
Kenyon & Eckhardt, who resigned from agency 
last week, slated to join McCann-Erickson as 
vice president and general executive. 





QUESTION of FCC jurisdiction over prize 
giveaways has reached point of delicate bal- 
ance in discussions during past fortnight. It 
could go either way with some Commission 
members harboring view that it might be good 
idea to crack down if only to get court adjudi- 
cation of issue. 


LENNEN & MITCHELL, New York, is lining 
up spot availabilities for Tide Water Oil and 
Lehn & Fink (Lysol disinfectant). 


STUMBLING block to uniformity in magnetic 
recording may be removed soon. Engineering 
accord believed near on standard type of hub 
for tape reels after many months of confer- 
ences on details. 


CHARLES GODWIN, who has been handling 
MBS sales in Southeast from Atlanta head- 
quarters, due to return to New York shortly 
with network probably closing Atlanta office. 


RADIO AND TV package about to be signed 
by Sealtest Inc., New York. N. W. Ayer & 
Son is agency. Advertiser already has pur- 
chased time on NBC, five times weekly, 10:45- 
11 a.m., for daytime strip. Video presentation 
will not be simultaneous. 


IN LATTER planning stage at NAB is care- 
ful study of stations that lost money last year. 
Another survey, covering FM listening in 
Oklahoma City, may be first of series of FM 
audience studies. 


THAT LONG-STANDING Justice Dept. 
probe of baseball leagues’ ‘“‘closed corporation” 
policy on play-by-play broadcasts has reached 
point where department and league counsel 
are discussing consent decree. Local team now 
has final say-so when any station within 50 
miles wants to carry games of another team. 
Justice Dept. is asking protesting stations for 
their views on plan to limit this control to 
times when local team’s games are being played 
or broadcast at home. Station sentiment is 
that this is move in right direction but not 
enough for real relief, particularly in major 
league cities. 


BENTON & BOWLES, New York, preparing 
fall spot announcement campaign for Shinola. 


QUARTET of top-drawer FCC staff execu- 
tives (mostly engineers) had private look-see 
at CBS color telecasts on WCBS-TV New York 
last week, came away looking for most part 
much impressed. They aren’t talking officially, 
but some at least are highly enthusiastic, feel- 
ing furthermore that it’s color now or never. 


RUTHRAUFF & RYAN, Chicago, expected 


(Continued on page 70) 
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LO ELAS 
Ujcoming 


Aug. 8-19: Summer School of Christian Radio, 
Moody Bible Institute, Chicago. 

Aug. 16: RMA Television Committee meeting, 
Hotel Roosevelt, New York. 


Aug. 19-20: Emporium, Pa., IRE Section seminar, 
Emporium High School Auditorium. 


Aug. 25-27: Georgia Assn. of Local Stations, 
St. Simon Island, Ga. 


(Other Upcomings on page 60) 


Bulletins 


CORY CORP., Chicago, and Fresh’nd-Aire Co. 
(fans) appoint Dancer-Fitzgerald-Sample, 
Chicago, to handle national advertising, effec- 
tive immediately. Radio is being considered 
for Cory, with promotion of all-metal auto- 
matic coffee brewers and a six-month breakage 
guarantee on all-glass line. 


DURKEE FAMOUS FOODS, division of Glid- 
den Co., Cleveland, to launch national AM spot 
campaign in mid-September for its margarine. 
Agency is C. Wendel Muench, Chicago. 


GIL BERRY, sales manager of ABC Central 
Div. in Chicago, named sales manager of 
DuMont TV Network’s new Midwest Div. in 
Chicago. Announcement made Friday by Tom 
Gallery, sales director, DuMont TV Network. 
Plans for new midwest operation to be an- 
nounced Aug. 15. 


UNION GROUP TO START 
FILM NEGOTIATIONS 


NEGOTIATIONS to settle dispute between 
film lab technicians and 17 big New York lab- 
oratories expected to begin this week with re- 
turn of Richard F. Walsh, IATSE interna- 
tional president, from Hollywood to New York. 
Had dispute developed into strike as threat- 
ened eight days ago, almost all TV kinescoping 
and newsreels would have been tied up [BROAD- 
CASTING, Aug. 1]. 

John J. Francavilla, president and business 
manager of IATSE Local 702, New York, 
despite reports that some members of Local 702 
resented intervention of union’s national office, 
said he was disposed to look upon intervention 
as victory for it forced presidents of major 
film companies to deal with union for first 
time. New York labs, biggest in world, make 
prints for bulk of Hollywood studios as well 
as for TV. 


STORER BUYS NEWSPAPER 
GEORGE B. STORER, president of Fort In- 


dustry stations, acquires Coral Gables (F la.) 
Riviera from Al Harum. No price disclosed 
but understood to be around $200,000. Mr. 
Harum goes to Florida Sun, Miami newspaper 
also owned by Mr. Storer. Mr. Harum had 
owned Coral Gables paper eight years, convert- 
ing two years ago from weekly to daily. 





Business Briefly 


RALSTON BACK @ Ralston Purina, g 
Louis, Sept. 26 returns Tom M and Hiwls 
Straight Shooters to MBS, Mon., Wed., Fy; 
5:30-6 p.m. instead of 15 minutes across board, 
Agency, Gardner Adv. Co., St. Louis. 


LIGGETT & MYERS SPONSORS @ Lig. 
gett & Myers Tobacco Co., New York (Chester. 
field), Sept. 21 starts Bing Crosby Show g 
CBS, Wed., 9:30-10 p.m. TV = schedule js jy 
works. Agency, Newell-Emmett Co., New York 


PINEX PLACING @ Pinex Co., Fort Wayn 
Ind., (Pinex Ready-Mixed cough remedy), be. 
gins one-minute spot and chainbreak can. 
paign Oct. 3 in U. S. and Canada for 24 and 
26 weeks in 36 U. S. and 20 to 25 Canadiay 
markets. Agency, Russel M. Seeds, Chicago, 


BONAFIDE MILLS BUYS @ Bonafide Mills 
New York (floor coverings), buys TV George 
Givot show from Basch Radio & Televisior 
Productions, New York, live on 10 NBC sta- 
tions and via kinescope on 26 more, Friday, 
9-9:30 p.m. Agency, Gibraltar Inc., New York. 


NAMED REPRESENTATIVE @ Independent 
Metropolitan Sales, New York, announces it 
will represent WACE Springfield, Mass., and 
WNOR Norfolk, Va., effective at once, and 
WARL Arlington, Va., effective Sept. 4. | 


POSNER BACK @ Dr. A. Posner Shoes Ine, 
Sept. 10 starts children’s Big ’N Little Club 
on WJZ New York, Sat., 10:30-11 am. 
Agency, Hirshon-Garfield, New York. 


FCC ORGANIZATIONAL MOVE 


SIGNS of trend toward centralization of re- 
sponsibility for FCC administrative matters 
in office of chairman were seen Friday in re- 
visions made by Commission in_ its. official 
statement of organization. Bureau of Admin- 
istration becomes Office of Administration, to 
operate specifically “under the supervision and 
the direction of the Chairman.” Officials said 
this is in line with Hoover Commission recon- 
mendations and is designed to make clear that 
Administration Office is staff to Chairman, not 
line bureau. Duties are unchanged. 


McFARLAND BILL DELAYED 


LOGJAM of foreign-aid, appropriations and 
other pressing legislation forced delay Friday 
in anticipated Senate consideration of MeFar- 
land Bill to reorganize FCC procedures [Broal- 
CASTING, July 25, Aug. 1]. Bill (S 1973) 3s 
on consent calendar, which was tentatively 
slated for call Friday but could not be reached. 
Next call may come early this week. 


GILLETTE TO SPONSOR FIGHT 


BLOW-BY-BLOW description of 15-rouné 
Charles-Lesnevich heavyweight championship 
bout will be sponsored on ABC Wednesday 
night, Aug. 10, by Gillette Safety Razor Co. 
Boston, through Maxon Inc., New York, start 
ing at 10 p.m. 
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Fetes WCAU-TV is following in the footsteps of WCAU-AM, which built its 
. reached. phenomenal listener response from the start on local loyalty. Philadelphians 

began to say that WCAU-AM was their station . . . developed the listening 


habit. . . . It’s working out that way for WCAU-TV, too. In an average week, 
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IGHT we televise 28 local shows, with 325 people taking part. Their families, CBS AFFILIATE aad 
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SOL TAISHOFF 
¥ Editor and Publisher 
EDITORIAL 
ART KING, Managing Editer 
| ae . ee, . 2m "Re I; J. Frank Beatty, Rufus Crater, Associate Edi- 
@ There's an impressive list of names in the CBS lineup Soca: Hand Pamela Howe Eller: iat se 
pe ah = ‘ ° y . Luce, Research Editor; Tyler Nourse, Jo 
this fall, and WFBM’s welcome mat is out. Names like Hailey, Assistants to the News Editor. STAFF 
Lawrence Christopher, Mary Ginn, Ton 
ack > , ' ¥ eh > 2 “ . , Hvnes, John Osbon, Ardinelle Williamson 
Jack Benny, Bing Crosby, Bergen and McCarthy, Red SUITORIAL ASSISTAN IS Svan aman. 
5 i‘ . well, Kathryn Ann Jones, Pat Kowalczyk 
Skelton, Groucho Marx, Burns and Allen, Horace Heidt, Estelle Markowitz, Wilson D. McCarthy — 
: . h f ’ aT d fi , | nor J. Brumbaugh, Assistant to the Publisher. 
us the return of many other tavorites, wl ennitely 
P . ; : BUSINESS 
assure WFBM the continued number one listening pref- MAURY LONG, Business Manager 
oy | Indi ij was R. Lavi, Desetont ye em ~ 
aaa “@ ‘ ana ; nce. ager; George L. Dant, v. Production Man- 
erence of its Centra ndiana audience ager; Harry Stevens, Classified Adve ri ing 
Even before these top entertainers joined the new CBS B. T. Taishoff. Treasurer: ‘Irving C. Miller, 
oe : : ; ? Auditor and Office Manager; Eunice Weston 
roster, WFBM provided its listeners with extremely 
es d J é ; CIRCULATIONS AND READERS’ SERVICE 
popular shows—kept WFBM first in Indiana. The imme- JOHN P. COSGROVE, Menager 
: : ; Lillian Oliver, Warren Sheets, Elaine Haskell, 
diate future promises to add a MILLION WATTS OF PRO- —— V. Duggan, Grace Motta, Chapalier 
odgson. 
GRAM POWER to WFBM'’s long established predominance NEW YORK BUREAU 
' ae ; ed H 5 ss uedemast _. ~ naga Pea n 
> area C srising > he; > sier State. E : win H. James, New York 
in the area com} rising the heart of the oosier ate Editor; BS Brandschain, pee the New 
° . . 79 ’ . . i ° i in, 
Radio advertisers buying WFBM’s outstanding time ae eee eee 
: | le a Ins fac : They ot | as Bruce Robertson, Senior Associate Editor. 
and talent get Pp us factors, too. 1ey get ow cost per ADVERTISING: S. J. Paul, Advertising Di- 
* ; ° ‘ ; . rector; Eleanor R. Manning. 
listener, intensive promoton, consistent merchandis- 
. ; CHICAGO BUREAU 
ing and dependable performance on Indi- 360 N. Michigan Ave., Zone 1, CEntral 6-415 
. ; a ; William L. Thompson, Manager; Jane Pinker- 
ana’s only basic CBS station. ton. 
: HOLLYWOOD BUREAU 
Taft Building, eet and Vine, Zone 28 
e HEmpstead 8181 
David Glickman, West Coast Manager; Ralph 
G. Tuchman, Hollywood News Editor; Ann 
August. 
© 
, if TORONTO 
F IN INDIANA ANY WAY You JUDGE! 417 Harbour Commission Bldg. ELgin 0775 
James Montagnes. : 
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the Fifth Estate. Broadcast Advertising * was 
——— in 1932 and Broadcast Reporter in 
1 4 
* Reg. U. S. Patent Office 
Copyright 1949 by Broadcasting Publications, Inc. 
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@ sell then as it is 


Can Mean 


By GEORGE LASKER 
Vice President WBMS Boston 
Sales Manager Friendly Group 


LATE in 1938, when I first went 


to Boston to take over WORL I 
had, among other equipment, a 
good agreement—one that pro- 


vided both the incentive to work 
and the ambition to get ahead. 
There was a buyers’ market that 
It was just as difficult to 
now, although 
there were not as many radio sta- 
tions then as there are now. There 
would not be a buyers’ market in 
radio today if station managers 
and their sales forces had the same 
kind of incentive to sell and get 
ahead as I had in 1938. Stations 
would make more money, and sales 
would go up. 


year. 


Today’s commission for station 
managers ought to be on an over- 
riding basis. It should be skimmed 
off the top, while the salesmen 
ought to work a percentage rather 
than salary basis. Fifteen percent 
seems to me to be a proper com- 
mission for salesmen, while the in- 
ducement to station managers 
ought to be an over-ride of 5‘ of 
the gross business done on the 
station; this in addition to a rea- 
sonable expense account and a rea- 
sonable salary. He should be a 
salesman-manager, combining the 
talents of both commercial man- 
ager and salesman, capable of step- 
ping in to help his own men, capa- 
ble of going along with them to 
add his own weight and persuasive- 
ness to theirs in signing up an 
account. If there were more of 


No. 6 
... The Sales Manager 


both types in radio, the 
market would evaporate. 


buyers’ 


That kind of pressure in selling 
created a remarkable for 
the late WORL. 

How would you like to be able 
to say that you received a letter 
from a client saying that he sold 
$4,000 worth of merchandise for 
only $150. P. A. Starck Piano 
Co. did that in Boston during the 
depression. Charles C. Copeland 
Co. Inc. Beverages wrote, “The 
first week we were on your station, 
the sales jumped 207.” “We sold 
250 pieces of millinery the first 
week on the air”—Tuttles Millinery 
Inc., Boston; Webster Thomas Co., 
Boston, “In one week you ob- 
tained for us over 1,000 labels from 
the Matchless Brand Food Prod- 


ucts.” 


record 


One of the big success stories 
of that depression was the Sum- 
merfield Furniture Co. which 
wrote, “Your station is paying 
out in business greatly in excess of 
our expectations. We understood 
that it would take us a number of 
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GEORGE LASKER started his radio 
career with WRNY New York—now 
WMGM—as a salesman during the 
hard selling days following the “big 
crash.” As a former real estate 
broker he was well equipped with 
an effective sales pitch, plus a sense 
of showmanship needed in the radio 
field which he gained at an early 
age as a child movie actor. In the 
latter part of 1938, Mr. Lasker 
joined WORL Boston and became its 
general manager. One of his first 
accomplishments at WORL was to 
establish the 920 Club. This idea 
of utilizing the station frequency 
soon spread throughout the area and 
now is a popular feature on stations 
across the country. On Jan. 10 of 
this year Mr. Lasker resigned as gen- 


eral manager of the now-deleted 
WORL [BROADCASTING, June 6], 
to become sales manager of the 


Friendly Group of stations. In that 
position he coordinates national and 
local sales for the group which in- 
cludes WBMS Boston; WPIT Pitts- 
burg, Ohio; WSTV Steubenville, Ohio; 
WKNY Kingston, N. Y., and WFPG 
Atlantic City, N. J. Im April Mr. 





Mr. LASKER 


Lasker received an additional ap- 

pointment as_ vice. president of 

WBMS, where he makes his head- 
quarters. 


rr 


months before we could hope to 
achieve satisfactory results. The 
fact that you produced so quickly 
for us is extremely gratifying.” 
These letters are on record with 
the NAB and were published some 
years ago by NAB in Participating 
Programs Volume 2, Number 3. 
These are only a few of the suc- 
cesses achieved during depression 
years on a small radio station until 
then almost unknown in Boston. 
It was the result of concentrated 
effort and determination to make 
radio advertising pay in spite of 
a buyers’ market. It made WORL 
one of the greatest local radio sta- 
tions for its power and size in the 
country. I cite WORL because I 
know about it. I took it over in 
1938. I pin no orchid on my lapel 
but that kind of work did it. Per- 
haps recalling and recounting that 
experience may help the broadcast- 
ing industry and some of the men 
in it. I realize that many in the 
industry do not need help, but some 
may find inspiration in its record. 
When I took over WORL, it was 
an insignificant coffee pot. It had 
only a few clients. Its billing was 
little than $500 a week. It 
was losing a great deal of money. 
I had only one idea in mind; to get 


less 


good results for its clients. We 
originated a formula that increased 
its Hooper rating and_ enabled 
sponsors to get inexpensive cost 


per 1,000 listeners. It gave them 
satisfactory results for the dollars 
spent. 

THE FORMULA: For 15 years 
I have held a theory that all Bos- 
ton radio stations combined is one 


Telecasting 


single radio theatre. 
specialized in 


Some stations 
sports, others in 
news, soap operas, serial programs 
and other features. I felt this 
theatre audience would like variety, 
and set aside 10 hours a day fo1 
popular music. The station be- 
came the musical act in this radio 
theatre of entertainment. Those 
who wanted diversity would tune 
to WORL for the musical act. As 
in good old fashioned vaudeville, 
there was variety—Barnum & 
Bailey’s Three Ring Circus. The 
greatest shows in America were 
built on variety. There can be no 
monotony in showmanship. Each 


Rusiness for Rroadcasting 


listener would be his own stage 


lifting the curtain on 


manager, 


any act he wanted by twisting the 
dial. I that a musical station 
Was an important part of this 
showmanshiy The listener had 
music on tap when he wanted it. 
My purpose was not to sell a 
client just one announcement, a 
“flash in the pan” type I had an 
idea that frequent announcements 
or programs througho the day 
would have an impact on listeners. 
Therefore, we proceeded to sell a 
package of 3, 6, and 10 times pei 
day. The rates were low in the 
beginning and were raised as the 
years went by. Colgate-Palmolive- 
Peet Co. (Super Suds) was one of 
the first national accounts to use 
the 10 times per day repetition 


formula in a campaign with con- 
siderable success The company 
WORL exclusively and then 
went nation-wide. Among the early 
advertising agencies in the 30 to 
50 million dollar bought 
WORL tuthrauf & Ryan, J. 
Walter Thompson and BBDO 
This was on a 1 kw 
had no national 
time. Hooper 


constant 


used 


( lass W ho 


were 


station that 
ion at the 
recorded a 


recognit 
surveys 
uphill climb in figures 


through the years The traffic 
manager of the station had con- 
siderable difficulty finding avail- 
abilities sometimes. This formula 


is not a magic one. There is noth- 
ing miraculous about it. A good 
many stations throughout the coun- 


try have as much or more pulling 
power today than WORL had at 
its peak. If more stations had 
hungry men selling they would be 
more successful. It takes hard 
selling to sell radio advertising. 


Every city is overstationed. Clients 
are under a barrage of time sales- 
Each claims that he 
the 


(¢ ontinued on 


men 
than 


is better 
next until potential time 
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WOR PRESENTS 









A. L. Alexander, founder of the 
memorable show, “A. L. Alexander's 
Mediation Board”. Seen here as an in- 
fant, A. L. Alexander has developed 
into a unique combination of philoso- 
pher and social realist. His program 
(Sundays, 8:00 P.M.) is listened to by 
millions. The heartbreak he has salved 
and the homes he ha: saved have 
brought him the praise and plaudits 
of all sects and all society. 

The power of A. L. Alexander and 
his tremendous following of devoted 
listeners is a formidable and forceful 
one. America’s most noted adver- 
tisers can testify to this. 
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A great advertising medium, such as WOR, is no more 
than a reflection of its talents; of the artists who 
mirror its intent and purpose minute by minute, hour 
by hour and day by day. 

In this advertisement WOR shows you a selection 
of its great stars when they were very young. 

Aside from being an album of memories, this 
advertisement is a symbol of Americana, of little 
children, such as yours and ours, whose ways of life 
are a reflection of a way of life. 

It is people like these that make WOR the great 
American station that it is. It is people like these 
that make WOR the potent selling force that it is in the 
lives of the majority of 36,000,000 people in 18 


states and the Dominion of Canada. 
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Prescott Robinson, noted WOR 
newscaster, caught facing a photog- 
rapher in a little town called Christ- 
mas Cove, Maine. A little boy then, 
Prescott stands six feet four inches 
now. His authoritative impartial and 
persuasive news reporting has made 
his name a byword iu hundreds of 
thousands of homes aiong the Atlantic 
Seaboard. 

Prescott Robinson’s selling for candy 
manufacturer Peter Paul, Inc., and 
many other noted advertisers, has 
clocked up records that make great 
American radio historv. 


VERY YOUNG 





This little boy grew up to be a stand- 
out West Pointer and a loved senior 
officer in World War Il. His name? 
Who but Bill Slater, the mellow 
voice of WOR’s “Luncheon at Sardi’s 
“Twerty Questions” and numerous 
other popularity bulls-eyes. Bill can 
take any commercia! and make it 
sound greater than the way it was 
originally written. For Bill is not 
only a great actor. but a persuasive 
personality loved by hundreds of 
thousands of people throughout the 
United States. 





This demure miss is VOR’: Barbara 
Welles, (Mon. thru Fri... 4:00 P.M.) 
She's changed little; that is. as far 


as beauty goes. The picture is one 
you could find framed in any Ameri- 
can home—a little girl, the world 
waiting, raised in a home that has 
served as the frame for many a fond 
memory. 

Advertisers: Barbura Welles is 
most recently noted for her amazing 
job in reintroducing Pears’ Soap to 
the American public. She was the only 
promotion used by the British manu- 
facturer, 
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Stan Lomax, WOR’s nationally- 
noted sports commentator (Mon. thru 
Sat., 6:45 I’.M.), was two. The sun 
shone mellowly that day on a small 
town where a street photographer 
snapped this shot. A boy like that 
knows boys and sports and the feeling 
that throbs through hearts, young and 
old, when Spring prompts the cry, 
“Play ball!” 

Advertisers: Stan Lomax’s hold on 
millions of listeners is a phenomenal 
one. He has sold everything from 
autos to cigars. He can sell anything 
for vou. 


Alfred McCann (left). wife, Dora (right). of the “The McCanns At Home”, a pro- 
gram that originates from their home in Yonkers. Son of the famous Alfred McCann, 
pure food crusader. Alfred carries on the tradition valiantly. The McCanns’ comments 
on what to eat and why is a daily rite in thousands upon thousands of homes and this 
devotion to what they say is reflected in what their listeners buy. A powerful, entertain- 
ing, charming and devoted WOR team. 


SSSHOSSOSSOSSSSSSSSSSSSSSSSSSSSSSHSSCSCSCSCCCOCECHCESEEEE SEES 
a 


SESEFELOSOOOSSESHOSHSOHOHSSHSHSHOHOESSEHESHSESSHHOHSHOHHOSHSHESOHHHHHEHHHHHHOHEEEOSOOS 





